Mid-Price 




• Lowest Tier 
(Balance 1993) 


Sourcejhttps://www.industrydocum'ents.ucsf.edu/docs/ymjn0000 
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RJR Mid-Price Brands 


Mid-Price brands (DORAL/MAGNA/STERLING) remain an important opportunity and 
priority for RJR, both short and long term. Accordingly, appropriate pricing, price 
communication and merchandising must be obtained at retail. 

DORAL 

* #1 priority, requiring strong retail emphasis in all calls. 

* Consumer Pricing 

- price parity with key Mid-price competitors (coupons/VPR/buy-downs) 

- defend against competitive Full Price activity 

- competitive Mid-price brands currently average about $4 per carton so DORAL will 
generally require $4 per carton/$.40 per pack, higher or lower as appropriate 

* Primary brand on Savings display with net retail price communication. 


MAGNA/STERLING 

• Lower priority, worked opportunistically where able to obtain a competitive advantage. 

STERLING -» Match key competitors based on your market, with increased values on Slim 
styles versus Misty as deemed appropriate. 

MAGNA -> $5 per carton/$.50 per pack to go head to head with Marlboro smokers. 

Other 

• Gratis product provided on all brands to assist in meeting competition and generating trial. 

• Additional opportunistic programs are allowed via "opportunistic budgets". 


Source: https://www.industrydocuments.ucsf.edu/docs/ymjnOOOO 
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(Balance 1993) 


Source: https://www.industrydocuments.ucsf.edu/docs/ymjnOOOO 
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Forsyth Products 


Corporate Priorities 

1. M Q N ARCH/Retail Private Labels 

• Expand MONARCH distribution, while maintaining current business. Competitive 
activity at Lowest Tier remains intense, especially with Basic/GPC. We must ensure we 
are active participants in this price tier with a nationally available brand. 

• Leverage Total Category Management via strong partnership relations with retail Private 
Label brands. (AVP/intemal approval required) 


2. Best Value 

• We must aggressively defend our Best Value business against increased competitive 
activity while moving our emphasis towards MONARCH as appropriate. 


3. Distributor Private Labels 

• This business remains important to us and we should not jeopardize our partnership 
relations with Distributors. We will maintain this positive relationship where our brands 
are fairly priced to retailers and in distribution at retail. It is still expected that 
MONARCH will also be placed in most of these calls. 


Distributor Relations/Sup port 

It is important that you contact all Distributors and advise them of our commitment to being 
competitive at the Lowest price tier. In doing so, remind them to work aggressively to obtain 
distribution on MONARCH and/or their RJR Private Label through June to take advantage of 
the $.75 per carton distribution allowance (expires June 30,1993). Since we will put a strong 
sales effort behind expanding MONARCH distribution in July, efforts by distributors prior to 
that date will allow them to benefit from the $.75 per carton incentive allowance. 


&M£^te^^Mtei.^9i Cu JJ P nts - ucsf - edu/docs/vmin000Q 
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Forsyth Products 
Programi2escripJtonsZElgments 




I. Re t ailPrice P a rity Initiati v e 

(MONARCH, Best Value, RJR Private Labels) 


• Ensure price parity with maj or competitive Everyday Low Price 
(EDLP) pricing. 

• Match EDLP selling price, but do not go lower (ne exceptions). 

• Achieve retail price parity on MONARCH, Best Value and RJR 
Private Label brands (only with those Distributors who are acting as Ml 
partners). 

• Excludes temporary competitive promotion activity (e.g., coupons, 

BSGSF, premiums, etc.). 

NOTE: In some situations, exceptions to the above is allowed on Best 

Value with Regional Manager approval (since this will be gratis 
product, negotiate wholesale prices versus paying retail prices). 

Example: Basic has been bought down to $ 1.19 per pack in a 

retail call. MONARCH is at $1.29 per pack. You should buy¬ 
down MONARCH to $1.19 for as long as Basic is at that price. 

• Budg et: Will be provided to each Sales Area and then allocated 

on a Regional basis. 


SIS,Reporting: 

MQNARCH($.5Q. B) 
BV$(5QBD 
RJR Pb"$.5Q BD 



Hand Held Dates: 6/7/93-12/31/93 
PC Dates: 6/7/93-12/31/93 


Round to the nearest $.50 to cover consumer pricing (buy-down) of MONARCH, 
Best Value and/or RJR Private Label brands. Report Separately . 


Source: https://www.industrydocuments.ucsf.edu/docs/ymjnOOOO 
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Forsyth Products 
Program Pescripttons/Ekments 


II. MONARCH Distribution Expansion 

Expand MONARCH distribution nationally, while defending established MONARCH distribution, 
employing tactics that match PM (Basic) moves. 

Program Elements (MONARCH onlvl 

* Distribution objsaives/guideliass 

Distribution objectives will be assigned on a regional bas is, following the guidelines listed 
below: 


Where a Forsyth Products is not currently in distribution. 

Where Best Value is in distribution, but Basic and/or GPCis asjwell. 

(If retailer is supporting Best Value and competitive activity is not a 
factor, then MONARCH distribution is a low priority.) 

Where RJR/Forsyth Private Label is in distribution. It is not 
intended that MONARCH replace an RJR PL brand, but that it 
obtain distribution to defend against the strength of Basic and GPC. 

. MONARCH on Company Vehicles : As deemed appropriate by Regional Managers, 
MONARCH is authorized to be worked on Company vehicles. 

• Introductory Buv 10 Cartons Get 1 Carton Free (B10G1F) Offer 

Since competition, primarily PM, has been offering a B10G1F new distribution incentive, we 
are instituting the same program on MONARCH. To assist you in obtaining new distribution 
on MONARCH, a B10G1F carton offer is available to participating retailers. 

Timing: June 7 - August 31 

Limit: 10 Free Cartons per Retail Account/One Offer Per Outlet 

SIS Reporting: 

MONARCH $1 PMT 

Hand Held Dates: 6/7/93 -12/31/93 

PC Dates: 6/7/93-12/31/93 

Round to the nearest $ 1.00 to cover the wholesale cost of the free carton(s). 

NOTE: Other introductory offers in lieu of BI0G1F are allowed with Regional Manager approval. 

Current MONARCH/Best Value promo SIS entry will be removed 6/11/93 . 


Source: https://www.industrydocuments.ucsf.edu/docs/ymjnOOOO 
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Fo rs yt h P ro d ucts - ( continued) 


Pro gram Descriptions/Elements - (continued) 


II. MONARCH Distribution Expansion - (continued! 

• Display Payments : Display payments are allowed with flexibility on payment and 
timing in order to allow you to be competitive in the marketplace (e,g., Basic $25 
month pack/$50 month carton). Regional Mangers should play, an active role in 
determining the appropriate amount and timing for their markets. 

SIS RepMing: 

(For simplicity, the display payments and B10G1F program will be reported under the 
same SIS table entry). 

Hand Held Dates: 6/7/93 -12/31/93 
PC Dates: 6/7/93-12/31/93 

Round to the nearest $ 1.00 to cover the display payments). 

HI. Additional MONARCH ProgramJElements 

• Gratis Product : Each Sales Area will be provided with an allocation of gratis product to 
utilize at retail. This product is being made available to you to match competitive 
BSGSF promotion offers. Providing gratis product versus pre-banded product will 
allow greater flexibility at retail (e.g., B1G1F, B2G1F, BlCartonG5packs F, etc.,). 
Gratis product will be limited to key styles only. (NOTE: Program details, i.e,, timing, 
UPC #'s, etc., will follow - separate letter to the Sales Areas.) 

SIS Reporting ; 

MONARCH BXGXF. 

Hand Held Dates: 6/7/93 -12/31/93 
PC Dates: 6/7/93 -12/31/93 

Report the number of gratis packs placed. 


Source: https://www.industrydocuments.ucsf.edu/docs/ymjnOOOO 
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Forsyth Products - (continued1 

pro gram Descriptions/Elements - (continued) 


III. Additional MONARCH Program Eleme nts - (continued) 

• Point-of-Sale Supp ort: New MONARCH brand specific point-of-sale items are 
being produced that will cover both soft and box styles. An additional allocation 
of MONARCH banners are also being produced for use at retail. Details and 
timing will be provided to you in a separate letter. 

Utilize current MONARCH support materials (April DM letter) until new 
materials are available. 

. Opportunistic Programs : Additional opportunistic needs for a given market/ 

situation should be communicated to Mike Shaw or Barbara Simkins through the 
Sales Area office. 

• MONARCH Tracking Sheet : To assist you in tracking program elements with 
specific retailers, attached is a program tracking sheet for your use. This sheet 
can be effective in capturing what program elements were placed in a given retail 
call. Utilization of this form is not mandatory. 


The programs and specifics listed above are designed to give you the resources and flexibility 
to be competitive in the marketplace. Allocations, budgets and further detail will be 
communicated to the designated Forsyth managers for each Sales Area. 

Should there be questions or if additional information is needed, please contact Mike Shaw or 
Barbara Simkins. 


Source: https://www.industrydocuments.ucsf.edu/docs/ymjnOOOO 
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M O NA RC H Retail Program 

Retailer Date 

Store Name: 

-^- 

Address: ___ 


1. Bny-doan 

$_per carton from (dates:)_to_to be price parity with 

_competitive brand. 

$_per carton on_total cartons. 

2. Retail Pistribation Program (Check_) 

_Buy 10 Get 1 Free (_free cartons) 

_Display ($_per month for_months) 

_Banner (Placement)_ 

Other _;__ 


Retailer Signature:_ Date: 


Source: https://www.industrydocuments.ucsf.edu/docs/ymjnOOOO 
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SIS Reporting Summary 


1. "Parity Price 11 Prog ram 

(MONARCH, Best Value, RJR Private Labels) 

MONARCH $.50 BD 
BY £.50 BD 
RJR PL $.50 BD 

Hand Held Dates: 6/7/93 -12/31/93 
PC Dates: 6/7/93-12/31/93 

Round to the nearest $.50 to cover consumer pricing (buy-down) of MONARCH, Best 
Value and/or RJR Private Label brands. .Report Separately- 


2. Buy 10 Get 1 Free. Display Payments and AH Other Opportunistic . 
Introductory/Retail Presence Programs 

MONARCH S1PMT 

Hand Held Dates: 6/7/93 -12/31/93 

PC Dates: 6/7/93-12/31/93 

Round to the nearest $1.00 to cover the costs/payments of this distribution and retail 
presence program. 

NOTE: Current $ 1.00 MONARCH/BV promo SIS entry will be removed 6/11/93. 


3. MONARCH Gratis Product Progra m (B S GS£) 

MONARCH BXGXF 

Hand Held Dates: 6/7/93 - 12/31/93 

PC Dates: 6/7/93-12/31/93 

Report the number of gratis packs placed. 


Source: https://www.industrydocuments.ucsf.edu/docs/ymjnOOOO 
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